28 1 ( ) Vol. 28,No. 1
2014 1 Journal of Hunan University(Social Sciences) Jan. 2014

4S

( s 410082)
L ] .
s 4S8 ,
s 4S
L ] ; ; ; 4S8
L 1 F273.3 L 1A L 11008—1763(2014)01—0062—04

Study on the Relationship between Service Recovery
and Recovery Performance of Auto 4S Shop

BO Xiang-ping, GUO Long, XIAO Li

(School of Business Administration, Hunan University, Changsha 410082, China)

Abstract; Service recovery is the remedial activity which service—oriented business conducts according
to customer dissatisfaction and complaints, as well as the key factor affects recovery performance, which
results from service recovery activities. From the perspective of auto 4S shops’ customers, this paper
makes empirical test for the model between service recovery and recovery performance. The research re-
sults indicate that service recovery has positive direct effect on recovery performance, and customer person-
ality significantly moderates the relation ship between service recovery and recovery performance. Finally,
managerial implications in auto 4S shops are proposed based on the research discussions.
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